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Abstract 
This study aims to explore potential mutually beneficial Malaysia-Middle East 
partnership through seeking for factors affecting firm’s performance. A survey 
was conducted to analyze Malaysian firms that have ventured into nations 
surrounding the Persian Gulf. Both large-sized firms and SMEs are pursuing 
business opportunities in the region. The data was collected using highly 
structured survey questionnaire and was addressed to the top management in the 
company. A total of one hundred and twenty useful returns were received. The 
perceived performance was rather modest and analyses revealed there are no 
significant differences in export performance arising from differences in firm’s 
characteristics. However, the results showed there is significant difference of 
industry in non-economic measure of export performance and another exception 
relates to entry mode that can explain the variation in export performance. The 
results showed the relationship between firm’s characteristics and export 
performance. The results emanate from its expected theoretical implications to 
knowledge and practical implications to business and public organization. It 
lends support to the firm’s performance and enhances their export marketing 
knowledge with useful implications for international marketing. The results 
support the proposition from developing countries which depend on firm’s 
characteristics particularly industry and entry mode influence export 
performance.  
Keywords: Export Performance, Demographic variables, Malaysian firms, Middle East. 
 
Introduction 
Malaysia leads to exposure to the international economy which is open to the external 
influence of globalization and foreign capital. The government tends to manage the 
economy, while maintaining inter-ethnic stability, which has led to the historical success of 
the economy of Malaysia (Economic Report 2007-2008). The business environment of 
Malaysia is based on a market-oriented economy, a well-developed financial and banking 
sector, containing the Labuan International Offshore Financial Centre, and the wide use of 
English, especially in business. Its legal and accounting practice are based on the British 
system, large local business community with a long history in international business, and a 
large foreign business community in all business sectors (Economic Report, 2010-2011). 
Malaysia is a multi-ethnic, multicultural and multilingual society. The original culture of 
the area stemmed from indigenous tribes that lived there, along with the Malays who later 
moved there. Substantial influence exists from Chinese and Indian culture, dating back to 
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when foreign trade began in the area. Other cultures that heavily influenced the culture of 
Malaysia include Persian, Arabic, and British culture (Raghavan, 1977, Wikipedia, 2011). 
 Malaysian exports have made considerable progress in penetrating the nontraditional 
markets. Moreover, raising tension and suspicion between western world and Islamic 
countries strengthen Malaysia’s position to construct long term reciprocal relationship with 
South West Asian countries. Recently, Malaysian government tends to diversify its export 
markets as well as serious efforts initiated to encourage Malaysian firms to enter to the 
Middle East markets especially countries surrounding the Persian Gulf. In spite of good 
relationship between Malaysia and these nations, they are not in Malaysia’s top ten export 
markets. However, they are member of  developing eight countries (D8) organization of 
Islamic Conference (OIC) and World Trade Organization (WTO).  
 The Middle East is a vast region at the crossroads of Asia, Africa and Europe, including 
the water areas of the Mediterranean, the Red Sea and the Persian Gulf. The Middle East 
includes more than 29 countries that, collectively, have a population of more than 600 
million. These countries include all the Arab countries as well as Iran, Turkey, Pakistan, 
and those of central Asia. The major oil and gas area in Southwest Asia is an extension of 
the Indian Ocean located between Iran and the Arabian Peninsula. Many countries located 
around the Persian Gulf have large crude oil reserves (Wikipedia, 2010). This study focuses 
on the countries around the Persian Gulf in the Middle East which include Iran, Bahrain, 
Kuwait, Oman, Qatar, Saudi Arabia and the United Arab Emirates (UAE) as targeted 
markets for Malaysian firms. The people of Iran speak Persian (Farsi) while the other 
countries speak Arabic. Most Malaysian firms have been involved in trade and industry for 
generations, and many have excelled in international and regional markets. Foreign 
investors seeking joint-venture partners in Malaysia will be able to select from a wide range 
of firms to find one that matches their needs (MIDA, 2007).  
 Malaysia and Iran trade relations have increased considerably since 1997, when 
developing eight countries established. In July 2002, Iran and Malaysia signed two 
agreements and six memoranda of understanding which further enhance the bilateral 
relations particularly in the field of economic and trade (Islam Bank, 2009). Recently, in 
December 2, 2008, Iran and Malaysia signed three cooperation agreements on oil and gas 
(Global News, 2008). In 1965 the King of Malaysia had paid state visits to several West 
Asian countries; include United Arab Republic and Saudi Arabia. This relationship 
improved when these countries became members of the Organization of the Islamic 
Conference (OIC) in 1969 (Shikoh and Zain, 2008; Mun, et al., 2009). Malaysia and these 
nations have close working relationships within the international organisations, including 
the United Nations, Non-Aligned Movement (NAM), and Organisation of Islamic 
Conference (OIC). Relationship between the nations, help an increase in the trade volume. 
Malaysia, besides having relationship with Western and Asia Pacific countries, also has 
relationships with West Asian countries (Jeshurun, 2007).  
 The aim of this paper is to profile Malaysian firms exporting to the Middle East with 
focus on the nations surrounding the Persian Gulf. In addition, analysis is done to determine 
if there are differences in their export performance arising from the differences in their 
demographic and structural factors. 
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Literature Review 
Increased attention has been given to the firm’s internationalization, and exporting has been 
recognized as the most common foreign entry mode among alternative internationalization 
modes.   For any economy, the significance of exporting can be looked at in terms of direct 
and indirect benefits. Direct benefits include increased foreign exchange earnings and 
factor productivity, whereas the indirect benefits include efficient resource allocation, 
greater capacity utilization via economies of scale, technological improvements, and 
increased labor surplus economies (Adjasi, 2007, Abor, 2011). 
 Tendency of firms to export and ceaselessly service overseas markets are often 
associated with internal and external factors. Internal factors include the demographic and 
management characteristics of the company while external factors comprised of industry 
features, government support and foreign market forces (Bilkey, 1978; Cavusgil and Nevin, 
1981; Zou and Stan, 1998; Leonidou et al. 2002; O’ Cass and Julian, 2003). Another stream 
of research that examines determinants of firm’s performance in foreign markets also 
attributed to the same group of explanatory factors. There are mixed results on the influence 
of firm characteristics on export performance (Aaby and Slater, 1989; Baldauf et Al. 2000; 
Kantapipat, 2009; Sousa et al., 2008).  
 According to the exporting result of the businesses, one of the most relevant internal 
characteristics in the studies, size of the firm is as a prerequisite for export activity has often 
been postulated a priori. In fact, greater size of firms can count on better resources and 
management ability superior to those of smaller firms (Reid, 1982). Also, size of firms 
relates to Firm’s export intensity. The existing technological capabilities can also contribute 
to the highly differentiated products which increase firm competitiveness in foreign markets 
(Cavusgil and Nevin, 1981; Eusebio, et al., 2007). Aaby and Slater (1989) defined two 
predictor’s categories namely external such as environment and internal impacts such as 
firm characteristics, firm competencies and strategy.  
 The study done in Tanzania by Marandu (n.d.) examined whether the structural of high 
performance firms differ from those of low performance exporter firms. Marandu 
investigated association between separate international unit, use of overseas sales, use of 
overseas subsidiaries or joint ventures, private ownership, foreign ownership, size of firms, 
firm’s experience and export performance. The results of this study showed that firm size 
are not a statistically significant in export performance. It also revealed separate export 
department is not associated with export performance. Another survey in Finland, Sweden 
and Norway SMEs by Babakus et al., (2006) developed and empirically tested model 
depicting the relationship among perceived environmental uncertainty, domestic and 
foreign networking and export performance. They found firm size have positive impacts on 
foreign networking and export performance.  
 Kahiya et al., (n.d) improved the prediction and measurement of export performance by 
revising the role of firm demographics. They found export experience is positively 
associated with performance. The empirical studies (Anderton, 1999; Funke and Ruhwedel; 
2001, Hummels and Klenow 2005; Schott, 2004) support the positive effect of improved 
product variety and quality on export performance. Anderton (1999) using investment and 
technology as proxy for variety and quality, found a significant impact on trade of UK. 
Another study done by Funke and Ruhwedel (2001) showed an increase in the product 
variety of exports of ten Eastern Asian countries contributed to a considerable rise in their 
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exports. In the case of Greece, Athanasoglou and Bardaka (2010) intimated there is a 
significant positive relationship between product differentiation and export performance, 
since the variable used as a proxy for non-price competitiveness is also an indirect index of 
product variety and quality. 
     Salehi sadaghiani et al., (2011) examined the impact of entry strategy (direct, indirect 
export, strategic and foreign direct investment) on export performance of Iranian export 
companies. They also investigated interrelationship between international experience and 
firm size as control variables and export performance.  The results of their study showed a 
statistically significant effect of various levels of international experience, firm size and 
entry strategy on export performance. Another empirical study done in Lebanese 
manufacturing firms by Ahmed et al., (2004) explored the barriers to export that Lebanese 
entrepreneurs face when engaging in international business. Results showed the most 
manufacturers perceive lack of government assistance, competition from firms in overseas, 
the need to modify pricing and promotion policies, high foreign tariffs in export markets, 
and the lack of capital to finance expansion into foreign markets as the major barriers to 
export. Their findings also indicated the continuing supply of exports variable for those 
categorize of export intensity are significantly different from each other. 
     The study done in New Zealand by Dean, et al., (2000) defined internal impacts 
comprises firm competencies as export experience, firm characteristics such as firm size 
measured by (annual sales), number of years in business, and perceived level of export 
barriers, export marketing strategy as market diversification against concentration, 
measured by (number of clients in main markets, and number of annual export transactions 
completed on average), and motivation for exporting measured by proactiveness vs. 
reactiveness. Their aims was to test differences between low vs. high-performance 
exporters, they investigated relationship between mentioned variables with export 
performance includes three dimensions such as export sales, percentage of total sales from 
exporting, and export growth. In terms of export sales, they discovered firm characteristics, 
perceived trade barriers, and export marketing strategies have a significant discriminant 
coefficient. Regarding the percentage of total sales from exporting and export marketing 
strategies, they denoted all dimensions have significant discriminant coefficients. However 
the mean differences were in the opposite direction as the higher performance was found to 
have lower means for each variable. In respect of export growth, they found only 
competency variables indicates significant discriminant coefficients and the firms 
experiencing export growth (high performers) have more experience than the low 
performers (Dean, et al., 2000).          
    The study done in China by Zhou, et al., (2007) investigated interrelationship 
internationalization and export performance and mediating effect of social network in this 
relationship. They added several control variables into their model to test whether firm and 
industry factors (such as firm age, firm ownership, competition intensity, market 
uncertainty, and technology complexity) might change the mediation results. They found 
that, with all the controls across the three performance measures (export, profitability, and 
sales), only firm ownership had a significant impact on sales performance. Competition 
intensity was negatively related to profitability and export performance.  
 Fisher (2007) investigated the relationship between product quality and export 
performance in five EU countries (DE, UK, FR, ES, IT), three product categories (Cheese, 
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meat preparations and drink), three export destinations inter EU, extra UE and overall) and 
two periods (1995 – 1999 and 2000 – 2001). The results showed that the connection 
between quality and export performance clearly depends on the product category and 
country but not on the period and differs, but not in all cases based on the export 
destination. The study in Italy done by Bonaccorsi (1992) compared research findings on 
the relationship between firm size and export behavior with findings from selected Italian 
export studies. The small firms in Italy deeply involved in foreign trade. Based on findings 
of this study, firm size is positively related to export intensity.     
 Akpinar, et al., (2009) focused on the consumer preferences by analyzing the 
correlation between socio-economic, demographic profiles and the criteria applied in fresh 
fruit and vegetable purchasing decisions in Turkey by using the data of 2007. Pearson chi-
square test results indicated correlation between the gender, education and income variables 
and the sensitivity to the particularities of some of the products is meaningful on 5% 
significance level statistically. The findings also illustrated appreciation degree of the 
products’ taste, smell and presentation and that of the market environment in fresh fruit and 
vegetable purchasing behaviors differ between men and women, while, sensitivity to the 
price of the product, food content, seasonality and organic production based on their 
education and income levels differ among the consumers. Results of the research showed 
important hints as to the effect of the gender distribution of the population and that of the 
rise in income and education levels of the consumers on the production and marketing 
conditions of fresh fruit and vegetables.  
 Most of the studies focus on firms from industrialized nations and there is a dearth of 
information on exporting firms from developing nations. This study tries to fill the gap by 
investigating exporters from nation classified as a Muslim nation entering non-traditional 
export markets, nations around the Persian Gulf which known to be root of Islam. 
 
Methodology 
This survey is a cross-sectional study using a survey approach. Exporters to the Persian 
Gulf nations were identified form the 2010 Directory of Federation of Malaysian 
Manufacturers. This directory is the best available resource for information concerning 
Malaysian manufacturing exporting firms. The data was collected using highly structured 
survey questionnaire and was addressed to the top management in the company. The SPSS 
version 17 was used to run the data analysis. A total of 616 sets of questionnaires were 
mailed via registered post to all the respective firms, which were targeted as respondents of 
the study on 1st March 2010. In order to increase the response rate, a total of 536 sets of 
questionnaires were mailed to those respondents that did not reply in the first wave on the 
first of June 2010. In year 2010, between the periods of 1st March–29th July, 120 usable 
questionnaires were received within five months of data collection for this study, which is 
adequate. Thus, data collection ended on 29th July, 2010.  
 A total of 120 usable returns were received. The unit of analysis was organization, 
which was involved with strategic business activities. The respondents were managers or 
other authorities that engage in export activities comprise of export manager, general 
manager, international manager, marketing manager, and sales manager. The sampling 
method was purposive, which is one of the non-probability sampling techniques, when, we 
want to access a particular subset of people (Anonymous, 2010). 
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Profile of Responding Firms  
 Table 1 demonstrates the profile of Malaysian manufacturing firms exporting to the 
nations around the Persian Gulf. Approximately 48.3 per cent, indicated that the United 
Arab Emirates is their significant export market followed by Saudi Arabia with a total of 
16.7 percent, Iran with a total of 15 percent, Kuwait 8.3 percent, Qatar 5 per cent, Bahrain 
3.3 percent and Oman with a total of 3.3 percent. In terms of export experience in the 
respective export market, firms that were found to have operated for less than 5 years were 40 
percent, between 5 to 10 years, 40.8 percent, and more than 10 years, 19.2 percent. The 
responding firms with 150 employees and less were classified as small and medium 
enterprises (SMEs) while those with more than 150 employees were classified as large 
firms (FMM, 2010). Both groups of exporters are represented in this survey, approximately 
43.3 per cent are SMEs while 56.7 per cent are large firms. As regards to export 
organization, approximately 59.2 percent of the responding firms indicated that they have a 
separate department or division responsible for exporting. The remaining 40.8 per cent 
indicated that they did not have a separate export department. 
 
Table 1 
General Characteristics and Demographic Exporting of the respondents 
Variable Categories 
Frequency 
(n=120) 
Percentage 
(%) 
Significant export 
market 
Iran 
Bahrain 
Kuwait 
Oman 
Qatar 
Saudi Arabia 
United Arab Emirates 
18 
4 
10 
4 
6 
20 
58 
15.0 
 3.3 
 8.3 
 3.3 
 5.0 
16.7 
48.3 
Export experience in 
Significant market 
Less than 5 
Between 5-10 
More than 10 
48 
49 
23 
40.0 
40.8 
19.2 
Entry mode to 
Significant market 
-Direct entry mode to significant export 
market 
-Indirect entry mode to significant export 
market 
-Both, direct and indirect entry mode to 
significant export market 
35 
 
46 
 
39 
29.17 
 
38.33 
       
32.5 
Industry Electronics, Electrical machinery  
Textiles, Apparel and Footwear 
Wood products 
Rubber and Plastic products 
Food, Beverages and Tobacco 
Petroleum products 
Chemicals and Chemical products 
Non-Metallic Mineral products 
Iron, Steel and Metal products 
Transport Equipment 
Other Manufactured products 
8 
5 
8 
13 
25 
2 
11 
5 
19 
3 
18 
  6.7 
  4.2 
  6.7 
13.3 
        20.8 
 1.7 
 9.2 
 4.2 
        15.8 
 2.5 
       15.0 
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Variable Categories 
Frequency 
(n=120) 
Percentage 
(%) 
License requirement 
import 
Yes 
No 
44 
76 
36.7 
63.3 
Firm Size Less than 150 fulltime employees 
More than 150 fulltime employees 
52 
68 
43.3 
56.7 
Separate export 
department 
Yes 
No 
71 
49 
59.2 
40.8 
Quality certificate 
 
ISO                                                     
Other (QS, HACCP, HALLAL, GMP) 
Both  
Missing 
49 
21 
45 
5 
40.83 
17.5 
37.5 
    4.17 
Current major export 
market in the world 
Asia Pacific and  Australasia                             
Europe                                   
America                                    
Middle East  
Missing 
69 
47 
18 
44 
14 
57.5 
39.2 
15 
36.7 
11.7 
Export Intensity Less than 25 percent 
Between 25-50 percent 
Between 50-75 percent 
More than 75 percent 
Missing 
23 
27 
28 
37 
5 
19.2 
22.5 
23.3 
30.8 
4.2 
 
 According to Table 1, three alternative entry modes were used. Nearly 38.33 percent 
disclosed that they entered the export market using indirect entry mode. This is followed by 
32.5 percent of the firms entering to the significant export markets using both direct and 
indirect, and finally 29.17 percent of the firms using direct entry mode. As regards to 
industry classifications, about 20.8 percent of the responding firms are from the food, 
beverages and tobacco industry. The table also shows that (15.8 percent) comprises iron, 
steel and metal products, (13.3 percent) rubber and plastic products, chemicals and 
chemical products include 9.2 per cent, electronics, electrical machinery and appliances( 
6.7 percent), wood products (6.7 percent), non-metallic mineral products are each (4.2 
percent). Textiles, apparel and footwear consist of (4.2 percent), transport equipment 
includes (2.5 percent), petroleum products consist of (1.7 percent) and (15.0 percent) 
comprises other products. Approximately 36.7 percent of the responding firms indicated 
that the significant export market requires a license to import products. The remaining 63.3 
percent indicated that they did not require a license to import products. In terms of 
possessing quality certifications, the majority of respondents, which comes to 40.83 
percent, stated that they possess ISO. This is followed by 17.5 percent of the firms having 
other quality certificates such as QS, HACCP, HALLAL and GMP. This is followed by 
37.5 per cent of the firms which have both of these certificate means ISO and one or more 
other quality certificates.  
 Regarding the firms’ current major export markets in the world, most Malaysian firms 
besides exporting to the targeted markets also export to other countries in the world. Thus, 
their current major export markets may not be among the targeted markets and may be 
among other countries. In this case, the data shows that Asia Pacific and Australasia 
includes more than half, 57.5 percent, of their current major export market. Europe includes 
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39.2 percent of their current major export market, the Middle East and Africa 36.7 percent, 
and America includes only 15 percent. In terms of firms’ export intensity, the table shows 
that a total of 19.2 per cent of the export sales is less than 25 per cent. This is followed by 
22.5 percent between 25 to 50 per cent, 23.3 percent is between 50 to 75 percent and 30.8 
percent is more than 75 per cent of the firm’s export sales. 
  
Export Performance 
The results of this survey on export performance are presented in Table 2. Generally, the 
responding firms’ evaluation of their export performance stood at the modest level. 
 
Table 2  
Export Performance – Export Markets           
Export market Frequency 
Economic measures 
Non-Economic 
measures 
Mean value Mean value 
Iran  
Bahrain  
Kuwait  
Oman  
Qatar  
Saudi Arabia  
United Arab Emirates  
18 
4 
10 
4 
6 
20 
58 
2.97 
3.25 
3.10 
3.00 
3.17 
3.40 
3.20 
3.33 
3.33 
3.03 
3.08 
3.07 
3.36 
3.25 
  
Data analysis 
 This research intend to settle if there is variation in export performance, measured by 
both economic and non-economic measures, based on the selected characteristics of 
exporters. These variables include export experience in significant export market, separate 
export department, entry mode to significant market, industry, export intensity and firm 
size. A series of t-tests and one way ANOVA are used to determine whether there are 
significant differences in the mean scores on the export performance of Malaysian firms 
across the groups.  
 
Export Performance based on Economic Measures 
 Table 3 shows the results of t-test, SMEs and those firms that have separate export 
department register slightly higher performance compared to their counterparts. However 
the difference is not statistically significant. 
 
Table 3   
Comparing export performance (Economic Measures) – Size, Separate Export Department  
Variables Frequency Mean Value T- Value Sig. (2-tailed) 
Size: 
SMEs  
Large  
 
52 
68 
 
3.22 
3.15 
 
.52 
 
.60 
Separate export department: 
Yes  
No  
 
71 
49 
 
3.23 
3.11 
  
.94 
 
.35 
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 Table 4 shows the results of one-way ANOVA, as shown in Table 4, firms with export 
intensity ranging from 25-50 percent registered the highest mean value of 3.37 and this is 
followed by those exporters in the category of “more than 75 percent”. The results however 
indicated that there is no significant variation in the export performance among the four 
groups of exporters.  Export experience and entry mode too do not produced any significant 
differences in performance. 
 
Table 4 
Comparing export performance (Economic Measures) – Export Intensity, Export Experience, Entry 
Mode  
Variables Frequency Mean Value F- Value Sig. (2-tailed) 
Export Intensity: 
Less than 25 percent  
25-50 percent  
50-75 percent  
More than 75 percent  
 
23 
27 
28 
37 
 
3.04 
3.37 
3.09 
3.18 
  
 1.18 
 
.32 
Export Experience: 
Less than 5  
5 – 10  
More than 10 
 
48 
49 
23 
 
3.19 
3.14 
3.26 
 
.23 
 
.80 
Entry Mode: 
Direct  
Indirect  
Both  
 
35 
46 
39 
 
3.21 
3.15 
3.19 
 
.08 
 
.92 
              
Export Performance based on Non-Economic Measures 
 Table 5 shows the results of t-test and Table 6 shows the results of one-way ANOVA. 
Similar pattern of results were noted as regards to non-economic measures of performance. 
Firm’s size, separate export department, export intensity and export experience do not 
explain the variation in export performance. The exception is on entry which this variable 
does explain the variation in export performance. The exporters using direct and indirect 
entry modes register significantly higher export performance compared to those that use 
both method of entry mode.  
 
Table 5 
Comparing export performance (Non-Economic Measures) – Size, Separate Export 
Department  
Variables Frequency Mean Value T- Value Sig. (2-tailed) 
Size: 
SMEs  
Large  
 
52 
67 
 
3.34 
3.17 
 
1.28 
 
.21 
Separate export 
department: 
Yes  
No   
 
71 
48 
 
3.26 
3.23 
  
.22 
 
.83 
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Table 6 
Comparing export performance (Non- Economic Measures) – Export Intensity, Export       
Experience, Entry Mode  
Variables frequency Mean Value F- Value Sig. (2-tailed) 
Export Intensity: 
Less than 25 percent  
25-50 percent  
50-75 percent  
More than 75 percent 
 
23 
27 
28 
36 
 
3.38 
3.11 
3.23 
3.28 
  
 .62 
 
.61 
Export Experience: 
Less than 5  
5 – 10  
More than 10 
 
47 
49 
23 
 
3.15 
3.33 
3.28 
 
.78 
 
.46 
Entry Mode: 
Direct  
Indirect 
Both  
  
3.43 
3.33 
2.99 
 
4.23 
 
.02 
 
Table 7 shows that two group means both (direct and indirect entry mode) and direct entry 
mode are significantly different from one another in terms of non-economic measures of 
export performance, at the p > .05 level, the value is .02 for both of them.  
 
Table 7  
Duncan’s test results  
Variables N 
Alpha=0.05 
1 2 
Both 
Indirect 
Direct 
Sig. 
39 
45 
35 
2.99 
 
1.00 
 
3.33 
3.43 
.51 
 
Industry comparison 
 Table 8 indicates economic measures of export performance to compare firm’s 
products (F value = 1.37) the value of .20 is more than alpha value of .05, so we can 
conclude that our result is not significant. It means that there is not a statistically significant 
difference in the economic measures of export performance for the eleven groups means 
Electronics, Textiles, Wood, Rubber, Food, Petroleum, Chemicals, Non-Metallic, Iron, 
Transport and Other manufactured products. It shows these eleven groups are not differing 
significantly in terms of their economic measures of export performance.  
 As Table 8 illustrates non-economic measures of export performance to compare firm’s 
products (F value = 2.23) the value of .02 is less than alpha value of .05, so we can 
conclude that our result is significant. It means that there is a statistically significant 
difference in the non-economic measures of export performance for the eleven groups 
means Electronics, Textiles, Wood, Rubber, Food, Petroleum, Chemicals, Non-Metallic, 
Iron, Transport and Other manufactured products. It shows these eleven groups are 
differing significantly in terms of their non-economic measures of export performance. As 
shown in Table 8 there is a statistically significant difference in the non-economic measures 
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of export performance for the eleven groups. 
 
Table 8  
Comparing export performance – Industry  
Industry classifications Economic Measures Non-Economic Measures 
Electronics, Electrical machinery  3.44 3.63 
Textiles, Apparel and Footwear 3.10 2.87 
Wood products 2.69 2.58 
Rubber and Plastic products 3.34 3.35 
Food, Beverages and Tobacco 3.38 3.39 
Petroleum products 3.25 2.83 
Chemicals and Chemical products 3.41 3.42 
Non-Metallic Mineral products 2.90 2.87 
Iron, Steel and Metal products 3.08 3.00 
Transport Equipment 2.67 3.11 
Other Manufactured products 3.03 3.52 
F-value 1.37 2.23 
Sig. .20 .02 
 
Table 9 demonstrates Duncan’s test results that illustrate the group sizes for these eleven 
groups are unequal.  
 
Table 9 
Duncan’s test results -Industry   
Variables N 
Alpha=0.05 
1 2 
Wood Products 
Petroleum Products 
Textiles, Apparel and Footwear 
Non-Metalic Mineral Products 
Iron, Steel and Metal Products 
Transport equipment  
Rubber and Plastic Products 
Food, Beverages and tobacco 
Chemicals and Chemical Products 
Other Manufactured products 
Electronics, Electrical Machinery and Appliances 
Sig   
8 
2 
5 
5 
19 
3 
16 
24 
11 
18 
8 
 
2.58 
2.83 
2.87 
2.87 
3.00 
3.11 
3.35 
3.39 
3.42 
 
 
.06 
 
2.83 
2.87 
2.87 
3.00 
3.11 
3.35 
3.39 
3.42 
3.52 
3.62 
.09 
 
Discussion and Conclusion 
Export conducted growth strategies are intended to animate economic growth in the 
exporting country. Exports can influence an economy through productivity-enhancing 
externalities such as technology spillovers. The advantage of exports to an economy are 
said to include greater capacity utilization of economies of scale, efficient resource 
allocation, technological improvements, increased labor-surplus economies, foreign 
exchange earnings, and factor productivity.  
 Large sized firms tend to be more ready to venture overseas and they are posited to be 
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successful exporters than small firms. The larger firms have much more resources and more 
reasonable to export which permit economics of scale to be realized. The results of the t-
test found there is not a statistically significant difference in the mean of economic and non-
economic measures of the export performance for firm size and separate export department. 
The result in terms of firm size concur with the study of Bilkey and Tesar (1977); Reid 
(1982); Marandu (2008.) who found firm size is not a statistically significant in export 
performance. Furthermore, this finding is differing from the study of Ambler, et al., (1999); 
Babakus, et al. (2006) who showed firm size has a positive effect on export performance. 
Contrary with the results of this survey regarding to separate export department, Bilkey 
(1982, 1985) found separate export department has the best solution and best way to handle 
exports of products and for industrial exports handle exports through an outside 
organization. These finding analogous with study from Tanzania done by Marandu (2008.) 
who found a separate export department is not associated with export performance.     
 The results of one way ANOVA also indicated there is no a significant difference on 
export performance for export experience and export intensity. This result in terms of 
export experience is differing from study of Marandu (n.d.); Kahiya et al (2010.) who found 
export experience has positive associated with performance. Furthermore, present result is 
differing from study of Salehi Sadaghiani et al (2011) found in Iran a statistically 
significant effect of various level of international experience on export performance. 
Regarding to the literature it is expected that the greater firm experience to gather much 
more knowledge, information, resources and so forth, greater performance. The finding 
concerning export intensity disagree with prior studies done by Ahmed, et al., (2004) who 
found in Lebanon exporting firms, lack of capacity dedicated to continuing supply of 
exports variable for those categorize of export intensity are significantly different from each 
other. Analysis based on entry mode show there is no significance difference on economic 
measures of export performance, the results is quite different when non-economic measures 
of export performance is used.  
 Another variable that has significant difference in the non-economic measures of export 
performance is industry of eleven groups of products. These eleven groups are Electronics, 
Textiles, Wood, Rubber, Food, Petroleum, Chemicals, Non-Metallic, Iron, Transport and 
Other manufactured products. This results analogous with the prior study which done by 
Fischer (2007) in five Euro countries such as UK, Spain, Italy, France and Germany. 
Fischer revealed export performance is positively related to product quality means exports 
of higher quality products for some products and also negatively for other products. The 
present results are differ from study in Greece done by Athanasoglou et al., (2010) who 
found trade performance was negatively influenced variety and quality of commodity 
composition and competitiveness because of underlying structure of production. 
 The insignificance of various internal factors in explaining the difference in 
performance could be attributed to the nature of the market. The Persian Gulf states are 
relatively new to Malaysian exporters. The initiatives to get Malaysian firms to venture into 
this region have often been undertaken by the government. So any organizations 
irrespective their characteristics are encountering new experience and are on the same level 
of learning curve. The results of this study offer interesting insight which can contribute to 
the literature of international marketing and business operations of developing countries. 
 The findings of this study have restricted to a limited number of firms, these firms may 
Mina Behyan 
IJISM, Special Issue (ECDC 2015)                                                                                      15-16 April 2015 
89 
not be representatives of all exporters in Malaysia. Another limitation relates to the time 
dimension, based on Bonaccorsi (1992) who argued that firm size and export performance 
may be the results of different processes with different time paths, therefore the statistical 
correlation at any point in time should not be assumed to be a proof of a causal linkage. A 
longitudinal nature of the study may help to overcome the problem. The study focuses on a 
limited number of export behaviors, so other meaningful export determinants could be 
considered. The results of this study increase our understanding of the relationship between 
firm’s characteristics and export performance. In many ways, the results of this research 
extend the knowledge obtained from earlier studies. Future research should try to examine 
more effects of firm characteristic and demographic variables to export performance. Firm 
characteristics are as important impacts of firm competencies which can influence to export 
performance. There is need to empirical research of effect relationship of these variables so 
that to guide Malaysian exporters who decide to enter to foreign markets or to improve their 
exporting programs. The relationships between firm characteristics and export performance 
necessitate the use of the appropriate marketing tools and methods for different target 
masses in this area. 
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